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Web 2.0 technology in archive and special collections is more popular than ever. 
Existing literature on the concept of social media use in archives and other cultural 
institutions remains adamant that a good return on investment (ROI) is the result of 
diligent planning and habitual evaluation of social media platforms. The purpose of 
this research paper is to determine through five interviews around the state of North 
Carolina if there is any room for deviation from this calculated plan. The results 
were that while there was some divergence in the methods from existing literature, it 
was not significant enough to disprove it as the only sure method. 
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I. Introduction 
Since the birth of the powerhouse social media platform Facebook in 2006, it is 
hard to imagine a world in which its presence and influence has not been felt. Since then, 
a multitude of social media platforms, fulfilling a variety of communicative needs, has 
emerged and maintains popularity to this day. Even the search engine company Google 
built into their brand a social media platform to give their users a way to communicate 
with one another. With the proliferation of modern social media websites, an increasing 
number of archives, libraries, special collections, and other related cultural institutions 
are considering the use of social media as a tool for promoting themselves to the public. 
However, some hesitancy remains regarding the implementation of social media; some 
see it as a nuisance to apply and uphold and that these issues will reveal a low return on 
investment (ROI). But social media has the potential to vastly benefit the field of library 
science, since the current public opinion on archives and archivists tends to skew 
negatively. As a readily available outreach tool, social media, when given the correct 
application, can provide members of the public and other potential patrons a genuine look 
into what archivists do and the passion they have for their jobs. While there are definitive 
ways in which social media can be applied with success, this research paper will explore 
how five unique cultural institutions handle their social media experiences, how they 
compare to one another, and compare to the definitive literature on the subject. Their 
answers will help to guide institutions in the future in how to appropriately reach out to 
new audiences and help to improve their image as a viable educational resource. The five 
individuals were chosen for their diverse locations, demographics, and archival holdings 
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around the state of North Carolina. Jennifer Coggins from the UNC-Chapel Hill 
University Archives and Chaitra Powell from The Southern Historical Collection, 
whose interviews were held in Wilson Library on the University of North Carolina 
Chapel Hill campus in Chapel Hill, North Carolina; Angel Johnston from Iredell 
Museums in Statesville, North Carolina; Samantha Crisp from The Outer Banks 
History Center in Manteo, North Carolina; and Erin Lawrimore from University 
Archives and Special Collections at the University of North Carolina at Greensboro in 
Greensboro, North Carolina 
. 
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 Literature Review 
I. Perceptions of Archives and Archivists 
 
Prior to formulating interview questions, it was important to understand how 
members of the public perceived archives and archivists and where those 
understandings originate from. Based on the portrayals of archivists and librarians in 
popular media, such as film, television, and books, this analysis revealed a common 
theme of the mean, awkward, or out-of-touch librarian that resonates with the public. 
These themes are mostly echoed in a survey conducted by Caitlin Patterson for the 
article Perceptions and Understandings of Archives in the Digital Age. Her purpose 
in crafting this survey was to measure how members of her local community see 
archives through the lens of their internet usage and activities. Patterson revealed 
that members of the public, as represented by students at Western Washington 
University, had mixed perceptions of what being an archivist entails and had varying 
experiences when exploring physical archives. (Patterson, 2016) Overall, the article 
gave the notion that social media is an important tool for archival institutions to use, 
but it must be carefully planned and researched before being implemented and that 
Return on Investment (ROI) depends 
genuine and continual interaction with social media platforms. (Romero, 2011) 
While inspired by Patterson’s form of questioning, this paper focuses solely on the 
reflections of the archivists themselves while keeping in mind the public opinion of 
archives and archivists as stated in Patterson’s research as well as opinions gathered 
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from popular media. 
 
II. Social Media Perceptions 
 
Web 2.0 technologies have proved that they are not a passing fad in the world 
of archives and special collections. Participation is no longer niche nor optional for 
records custodians, who must adapt and learn how to operate social media platforms. 
(Theimer, 2011) The relevant literature within the past five years tends to agree that 
social media in archives and special collections is an invaluable tool for promotion 
and engagement. (Mason, 2014, 159; Garaba, 2015, 218) However, while these 
institutions should be engaging with social media, it requires careful planning and 
continual evaluation to ensure the best ROI. (Romero, 148; Liew, King, & Oliver, 
2015, 9; Lawrimore, 2017, 13- 
14) According to Dr. Chern Li Liew, Shannon Wellington, Gillian Oliver and Reid 
Perkins, archives and special collections desire to have social media presence, but 
are unaware of how to begin.1 The great thing about social media platforms, 
however, is that they have no monetary cost and are apt for experimentation with 
little risk. It is possible for institutions to put in research to find viable options and 
test them out before committing to a full social media campaign. Even when in an 
experimental phase, it is important to approach with a plan that is grounded in 
reality. Most of the literature 
 
 
1 Liew, C., Wellington, S., Oliver, G., & Perkins, R. (2015). “Social Media in Libraries and 
Archives: Applied with Caution.” Canadian Journal Of Information & Library Sciences, 
39(3/4), 377-396. Pp 3. 
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suggests researching the most used and successful social media platforms in general 
and apply them to use in archives. In a study about the best social media platforms to 
use when promoting finding aids for Sam Houston State University Archives, 
researchers Scott Viera, Felicia Williamson, and James Williamson surveyed ten 
unique social media platforms and found that, by far, the best sites for finding aid 
promotion were WordPress, Facebook, and Twitter. (Viera, Williamson, & 
Williamson, 2015, 502) While their research focuses on a more niche form of 
promotion, their efforts can be applied to general promotion with one major 
substitution. The researchers considered Flickr, a long- time favorite social media 
platform of archivists (Viera, Williamson, & Williamson, 497), one of the least 
useful sites in terms of generating click-through engagement with the public. (Viera, 
Williamson, & Williamson, 503) While great for providing intensive context into the 
collections, the ROI for blogs as a general promotional tool would most likely be 
very low. However, for general promotion purposes, the visual nature of Flickr as 
well as interaction with well-established archival communities, makes it the superior 
platform over their first choice of WordPress/blogs. 
 
        For some institutions, experimentation with Web 2.0 platforms is not an option. 
 
Even though social media is a free service, there are invisible costs in regard to 
generating a positive ROI. (Heyliger, McLoon, & Thomas, 2013, 375) Not only 
does committing to a consistent social media presence require dedicated hours 
every week, it requires employees to be knowledgeable about posting over multiple 
platforms. While the institution could hire an intern to take care of social media 
posts, which is a stereotype that young college-aged and recently graduated people 
face while searching for employment, it saves more time in the long run if 
employees share the responsibility
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 and collaborate. Many archivists already possess the skills of posting on social media, 
likely on their own private social media platforms, but the responsibility for posting on 
the archives’ social platforms should not place solely on one employee’s shoulders. 
Instead, the workload should be shared among archivists so that everyone is utilizing 
their time efficiently. If an institution fears wasting valuable time on running social 
media trials, Erin Lawrimore and Bekir Kemal Ataman suggest collaboration and 
emulation of existing social media properties that will give the new institution, and the 
established institution they are following, a mutually beneficial relationship. Lawrimore 
is an archivist at the University of North Carolina at Greensboro in Greensboro, North 
Carolina and is one of the five subjects interviewed for this research paper. Her 
institution maintains a highly regarded social media strategy that started as a 
collaboration with the universities’ communications department so they could remain in 
compliance with etiquette guidelines for university staff social media postings. By 
respecting the guidelines, they are proving their dedication to not only the school, but 
for professionalism within their field. (Lawrimore, 12) Their partnership opened them 
up to new possibilities for how to engage everyone on staff with making posts, leading 
to a more engaged social media campaign. (Lawrimore, 11) Similarly, Ataman, a 
professor of business administration at Giresun University in Giresun, Turkey, cites an 
example of mutually beneficial collaboration at the Yapi Kredi Bank (YKB). In 1994, 
the newly established corporate archive reached out the bank’s PR team to get their 
advice on affirming their value as a corporate archive to the company. This harmony 
resulted in the archive emulating the PR team’s tactic for setting and meeting tangible 
goals and the PR team being able to utilize an archive to add new dimensions and 
options for their public 
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relations projects. Overall, they learned that by accepting the chance to collaborate “an 
archive can enhance an organization’s reputation among opinion leaders in government, 
the media, and heritage sectors, but it can also increase general public awareness of the 
organization’s heritage activity as part of its organizational social responsibility 
program.”2 While not explicitly about social media collaboration, general partnerships are 
a great way to start on a social media campaign journey before diving in. 
 
Dr. Chern Li Liew, a prolific writer in the field of social media outreach, is 
of the opinion that social media is a necessary marketing tool for archives and 
special collections, but it requires methodic planning and preparation in order to 
have success. (Liew, Wellington, Oliver, & Perkins, 2015) Liew also believes that as 
useful as social media is, institutions often fail to use it to its full potential. (Liew, 
King, & Oliver, 2015) In her article Talking About Tags: An Exploratory Study of 
Librarians’ Perception and use of Social Tagging in a Public Library, 
Liew examines how librarians use social tagging in their institution, how they feel 
about it, and if they follow protocol set by well-established institutions, essentially 
observing and reporting on how professionals manage emerging technologies and 
ideas for themselves. While social tags are becoming an accepted practice amongst 
librarians, there remains some resistance. (Clements and Liew, 2016, 298) Social 
tags are a chance for users and librarians to collaborate on creating metadata, but 
because of hesitancies to embrace the change on the side of the librarians, it cannot 
meet its full potential as a Web 
 
2 Ataman, Bekir Kemal. (2009). Archives Mean Money: How to Make the Most of Archives for 
Public Relations Purposes - The Yapi Kredi Bank Example. Society of American Archivists. Vol. 
72, No. 1. pp.197-213. Pp 199. 
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2.0 technology. This plays into the stereotype that archivists fear changes and 
technology, a stereotype that is also suggested in Perceptions and Understandings. 
(Patterson, 345) Liew also suggests hesitancies of Web 2.0 technology in the article, 
Participatory Cultural Heritage: A Tale of Two Institutions, wherein she conducts 
interviews with archival professionals working for two different Cultural Heritage 
Institutions (CHI) in New Zealand and tracks how they dealt with establishing and 
participating in social media. Liew originally studied four CHIs, but only focused on 
two, “firstly, on the basis of their having levels of participatory activity significant 
enough to merit in-depth analyses; and, second, on their ability to provide 
contrasting examples of different approaches and practices.” (Liew, 2014. 
Introduction) This article, like many of Liew’s articles, neither outright praises nor 
condemns the use of social media as a CHI tool. Rather, it states the use of social 
media as a possibility and makes sure readers see both the positives and the 
negatives. While important to highlight different points on the spectrum of success, 
the study would have been more credible had Liew focused on more than two 
examples. She states that the two other institutions were ruled out for not having 
adequate data for analysis, but she does not state if time was a factor in Liew not 
searching for additional CHIs in New Zealand and beyond. It would have been best 
to research more archives, not only to have a more accurate gage of success and 
failure, but also to have more of a variety of CHI type as well. As for the two CHIs 
that were analyzed, one represented local archival initiative and the other was a 
nationally recognized and revered institution. 
 
Liew conducted a similar case study with Social Media in Archives and 
Libraries: A Snapshot of Planning, Evaluation, and Preservation Decisions (2015) 
wherein Liew and co- authors Vanessa King and Gillian Oliver surveyed a variety of 
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archives and libraries to record how the institutions reacted to the use of social media. They 
wanted to understand what decisions each institution made when considering the adoption of 
social media and how those decisions were implemented. Their conclusions were that social 
media implementation must be carefully reviewed, tested, and monitored in order to be 
successful and not interfere with the multitude of other duties archivists and librarians are 
expected to complete. (Liew, King, & Oliver, 2015) However, their survey also suggests that 
respondents were unable to find proper methods for evaluation of social media and had 
trouble expressing their intentions with it. 
 
On the subject of careful planning, it is important for archives to exploit a 
variety of social media platforms, but not stretch themselves too thin by engaging 
with too many platforms at once. After a year of research conducted by Scott Viera 
and Felicia and James Williamson, authors of Marketing Finding Aids on Social 
Media: What Worked and What Didn’t Work, it was found that, for archives, by far 
the best social media platforms for archives for generating click-throughs on finding 
aids were WordPress, Facebook, and Twitter. (Viera, Williamson, and Williamson, 
p. 502) The reasoning behind this was that each reach a broad audience that often 
overlaps and allow for a wide variety of types of posts. While the main goal of their 
research was to promote the existence of finding aids online, their efforts can be 
applied to social media promotion in general. Of the other sites they examined, 
LinkedIn, Tumblr, HistoryPin, Flickr, Google+, and Pinterest, were considered less 
successful because the work required to maintain them was too high for the amount 
of attention they were receiving. Despite this, some sites, like Tumblr and Flickr, 
could be used in conjunction with the more successful 
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sites as a way to reach more niche users. The process to determine these three platforms 
as the ideal choice for archives took the researchers over a year and still continues to 
review the usefulness of their choices to this day. (Viera, Williamson, & Williamson, 
510) 
 
III. Media Assessment 
 
According to research quoted by Caitlin Patterson, “Arlene Schmuland gave 
the composite image of the fictional archivists she studied as ‘a middle aged, 
visually impaired person in badly chosen clothing” and that the most prevalent traits 
attached to these portrayals were intelligent and dedicated, but at the same time 
isolated and socially awkward.3 While views of archivists stayed rather 
homogeneous, depictions of the institutions themselves have some more variety, but 
are often seen as dark, dusty, and overwhelming.4 In a series of articles from The 
Peel Archives Blog, an institution of The Peel Art Gallery Museum in Brampton, 
Ontario, Canada, aim to define the various representations of archivists in popular 
media. “An Archivist’s Night at The Movies – Revealing the Power of Archival 
Records,” acted as a follow-up to an older article: “Hiding Darkest Peru: Archives 
Fact or Fiction in ‘Paddington’” as a means to flesh out the exaggerations of 
archives and archivists. Both discuss the portrayals of archives and archivists in 
mainstream popular culture, which may affect what the public perceives about the 
profession. Regardless if the depiction is overly positive or overly negative, the 
 
 
 
3 Patterson, C. (2016). Perceptions and Understandings of Archives in the Digital Age. American 
Archivist, 79(2), 339-370. Pp 341 
 
4 Patterson, C. (2016). Perceptions and Understandings. Pp 341. 
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vision that it portrays to a wider audience can still be damaging to the reputation of 
archives and archivists. While ‘Hiding’ focuses mainly on the 2014 film adaptation of the 
children’s book series Paddington, ‘Night at the Movies’ reviews archival portrayals on a 
timeline spanning from 1944 to 2004. The first on their list, The Mask of Dimitrios,is a 
tame, but forgettable example of archival work on film. The film is about a writer looking 
into the past of an elusive criminal who may or may not be dead. Archives are introduced 
when the writer visits a clerk’s office and meets an archivist who appears to love his job 
and notes the importance of organization, which eventually leads to successfully finding 
the needed information. This is a relatively positive view of archives and archivists, one 
that archivists would prefer to see themselves as. Unfortunately, unless the viewer is a 
major movie buff, this perception will probably not be seen by today’s general public. 
For most movies and shows that are part of general consumption, the scenes 
depicting archives or libraries are relatively short and often make no effort to 
differentiate an archivist from a librarian. In these shows and movies, 
archivists/librarians are often portrayed as the scene’s comic relief due to their 
perceived unimportance to the overall plot. (Buckley, 2008; pp 99-100) Because they 
a not considered to be impactful, writers will often fall back to the stereotypes they 
are familiar with to establish the purpose of the character and get them out of the 
way quickly so they can put more focus on the main characters. By relying on 
stereotypes, such as the grouchy, silence and order-obsessed old woman, as seen in 
the 2017 horror film, It, or Madame Pince from the Harry Potter book and movie 
series, potential patrons may feel discouraged to visit, and therefore, never try. 
 
A more popular positive example of archiving on film is the 2004 action 
adventure film National Treasure. The film presents the idea that artifacts from 
American 
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history are linked together through clues that reveal an underlying and fantastical secret 
about the United States. Whereas The Mask of Dimitrios presents a more grounded look 
at archiving, National Treasure takes a more romanticized route. The film’s protagonist, 
Ben, is aided by a high-ranking government archivist, Dr. Abigail Chase. While first 
skeptical to Ben’s claims of treasure, she ends up joining him and his team on a wild 
adventure, which allows her to come face-to-face with Egyptian treasure and rare texts. 
Unfortunately, National Treasure is to archiving as Indiana Jones is to archaeology; it 
isn’t a practical view of the profession, yet remains a threshold for the public’s 
captivation. While Dr. Chase remains a positive example of an archivist, her actions are 
romanticized for the sake of telling an epic story and do not reflect the day-to-day duties 
of an archivist. 
 
A far more squirrelly portrayal of archives and archivists is in the 2014 film 
Paddington. In the film, Paddington Bear and his adoptive human family are trying 
to find the location of an old friend by searching through the archives. Even though 
Paddington is delightful and polite, as a small talking bear in a blue coat, in a world 
full of humans, the archive turns him away from accessing the records. A film 
aimed at children, Paddington’s representation of a library’s archive is far more 
fantastical with shiny metal pneumatic tubes swirling their way around a grand and 
glittering gold room. This is obviously not the reality, budget and practicality wise. 
What is more realistic, although some archivists may not like to admit it, is the 
gatekeeping mentality of the snooty archivist behind the front desk. Francis Garaba 
stresses the importance of embracing Web 2.0 technologies and providing more 
digital access in order to shed the idea of the archivist as possessive of their records. 
(Garaba, 2015) It seems as if the 
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archival institution in Paddington 2 does not adhere to Web 2.0 technology, as the 
archivist states “there are over two million letters, diaries, and artifacts up in our archive, 
meticulously filed, and they don’t stay that way by letting strange men and their bears 
rummage around,” thus denying Paddington and his family their right to access public 
materials.5 Perhaps if their collection were more accessible online through social media 
promotion, the archivist would not have to deal with bumbling bears breaking into their 
archive. 
 
These results conclude that media has largely shaped how archives and 
archivists are seen and thus members of the public are not likely to seek out the 
assistance of an archive based on these misconceptions. They may be less likely to 
venture in to the archives if they feel that they are trespassing and bothersome to the 
archivists, who they imagine will kick them out, like Paddington Bear, Ben Hanscome 
from It (2017), or mischievous Hogwarts students, who may not fit the custodian’s 
notion of the ideal user. Equally detrimental to the image of archives is the notion that 
those conducting research can find everything they need online and do not think to 
consult an archive for primary sources. (Patterson, 347-48) The research shows that 
the stereotypes associated with archives and archivists could have a negative impact 
on the institutions they run due to a lack of communication and transparency with the 
public. Those who believe that all archival materials should be available to them 
online have little value for the archive as a physical institution, perhaps because of 
their preconceived notions that they do not know 
 
5 Neill, Kyle. (30 August 2016). An archivist's night at the movies – revealing the power of 
archival records. (2016, August 31). Retrieved March 25, 2018, 
fromhttps://peelarchivesblog.com/2016/08/30/an- archivists-night-at-the-movies-revealing-the-
power-of-archival-records/
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what the archive have as it is not promoted openly online. Tania Aldred, Gordon Burr 
and Eun Park believe that it is on archivists themselves “to begin advocating for their 
profession on a higher level, using any means possible, so that the public may become 
aware of what it is [archivists] really do.”6 One way to help alleviate misconceptions 
would be to embrace promotion of their services via social media and Web 2.0 
technology, but it must be approached with caution. The relevant literature seems to 
agree that there is a sure process in which social media ventures in archives and cultural 
institutions should follow for success, that being strategic, selective, having continuous 
revision will lead to better ROI. While this method is well mapped out, it may not define 
the needs for every institution that desires to or already employs social media as a 
promotional tool. The following five interviews serve as a way to check this method for 
similarities or possible deviations from this path to success. 
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III. Methods I. Interviews 
 
While more interviews could have been conducted to further understand the social 
media success of archives and special collections, the five locations were chosen out 
of either their proximity to my current home in Chapel Hill (Louis Round Wilson 
Library Special Collections and The Southern Historical Collection), or for their 
significance in my professional and educational endeavors (Outer Banks History 
Center and Iredell Museums were former internship locations that allowed me the 
become familiar with both the area and the collections). My familiarity with these 
institutions correlates with special collections. Her work focuses mainly on African 
American record collections. Crisp, too, has roots with UNC Chapel Hill, having 
also graduated from the SILS program in 2014. In 2017, she was hired as the new 
director of the Outer Banks History Center in Manteo, North Carolina with a 
promise to focus more on outreach, an opportunity that was unfortunately lacking. 
Similarly passionate about outreach in rural areas is Angel Johnston of Iredell 
Museums. From 2015 until 2018, Johnston worked for Iredell Museums in 
Statesville as the education programs coordinator and later as the programs and 
operations manager. She helped to bring awareness of their presence and their highly 
unique collection for a small-town cultural institution. Finally, Erin Lawrimore has 
published numerous articles throughout her career on the subject of outreach in a 
university setting and has helped to create a more dynamic and diverse social media 
strategy from her current position at The University of North Carolina at 
Greensboro, which she has held since 2011. 
2 Aldred, Tania, Gordon Burr, & Eun Park. (2008). Crossing a Librarian with a Historian:The 
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Image of Reel Archivists. Archavaria. Vol. 66. 57-93. Pp 85. 
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I created a list of interview questions that I thought would make for a rich 
discussion on the impact and usefulness of social media promotion in archives and 
reflect the findings of the literature. My goal was to gage each institution that I met 
with to see how they personally defined their success for social media and if they 
feel that they had met, succeeded, or fell short of those goals and why. I wanted to 
have a large range of voices in the archival field represented, from large, nationally 
recognized institutions, to local and university programs. Ideally, the interviews 
would be conducted in person to ensure that all reactions and remarks were captured 
in our time together, however, out of convenience for all parties, three interviews 
had to be conducted via email, while two were completed in person. 
 
First, I needed to understand the demographics of each diverse location. 
Three locations were university archives that served a wide array of audiences. UNC 
Greensboro’s Martha Blakeney Hodges Special Collections and University Archives 
(SCUA) mainly serves university students, faculty, and alumni. The same goes for 
the Louis Round Wilson Library Special Collections at UNC Chapel Hill located in 
Wilson library. Also located in Wilson Library, the Southern Historical Collection 
acts to serve a wider audience, while still including members of the university 
community. Both university locations are in widely accessible locations, with 
Greensboro being the third largest city in the state and Chapel Hill being the largest 
town in the state as reported by the 2010 U.S. census.7 The other two locations, a 
museum and a government archival repository, are far less accessible in comparison. 
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Iredell Museums is located in the small town of Statesville, North Carolina 
off of highway I-77, about an hour outside of Charlotte, the largest city in the state. 
As there really are not many family attractions in and around Statesville, Iredell’s 
main audience has to have the time and means seek them out and travel there to 
engage. As a result of these circumstances, the demographics of the institution are 
not particularly diverse. 
Former outreach coordinator Angel Johnson defined their demographics as “largely 
white, mostly women (60-70%) who are mothers, probably mostly upper middle 
class.”8 The Outer Banks History Center in Manteo, North Carolina is in a similar 
situation in regards to being in an obscure location, at least for part of the year. 
Manteo is the largest town on Roanoke Island and provide more of a local town feel 
for tourists visiting the Outer Banks in the summer. During the summer months, the 
population of the Outer Banks (OBX) can balloon up to 225,000 extra residents, 
542% its permanent population.9 Manteo is a town rich in American history, as it is 
considered the original location of the first English colony in the Americas. As such, 
the town’s attractions are rooted in telling that history, from the highly regarded 
outdoor play, The Lost Colony, to Festival Park, a museum built on the suspected 
location of the first settlement. The Outer Banks History Center (OBHC) is located 
in the same structure of Festival Park, but operates as its own entity and is 
supervised by the state government. Even during the tourist season, the OBHC is not 
a particularly visited space. The demographics skew much older than the four other 
locations and are usually comprised of professionals in fields of archives and 
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history. Despite their demographical differences, all five locations report benefits 
and great success with using social media. 
 
 
4 “U.S. Cities, North Carolina.” Together We Teach, 
http://www.togetherweteach.com/TWTIC/uscityinfo/33nc/ncpopr/33ncp
r.htm 
 
8 Johnston, Angel. Interviewed by Molly K. Cieri. 31 July 2018. 
9 Tippett, Rebecca. “Tourism Impacts on Dare County.” Carolina Demography, Carolina 
Population Center, 14 July 2015, demography.cpc.unc.edu/2015/07/14/tourism-impacts-on-
dare-county/. 
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IV . Analysis 
 
After conducting and analyzing the five interviews, key trends began to 
emerge that helped to show just how important social media is to those working in 
archival fields. The first four questions on the survey are meant to deal with the 
general social media use of these institutions to understand what it is about social 
media that makes it a meaningful and important tool. As suggested by articles 
written by Dr. Chern Li Liew, all five subjects agree that social media is a valuable 
tool in the marketing field, but recognize their limits when it comes to the individual 
needs of their institution and plan accordingly. For instance, Chaitra Powell had 
issues when it came to identifying and reaching her audience, most of whom were 
donors with little interest in social media. 
Despite this, she and her boss are able to see its potential due to intensive reflection 
and studying their past: 
 
“We do this exercise with Library Journal. They offer social media 
class and they asked us to develop personas and, like, build a strategy based 
on this, kind-of, idealized person and so we chose graduate level researchers 
as our audience, folks that are studying American history, Southern studies,... 
they are probably the type of serious researcher that are familiar with library 
websites and finding aids, and, umm, you know, they might be interested in 
what new collections came to the library, but they’re not necessarily the 
random browsers, they’re folks who know exactly what they want.”10 
 
Other subjects had an easier time defining their audiences, especially with the two 
university collections as they desire to connect with users related to the university 
such as students, faculty, and alumni. As for OBHC and Iredell, they tend to advertise 
a wider audience as public institutions. 
21  
 
Unique to any of the other respondents, Samantha Crisp of The Outer Banks 
History Center does not interact with social media every day in her job. She knows 
that her institution’s social media presence does influence patrons to visit, but with 
only three full time employees, “[OBHC staff are] all pulled in different directions, 
and social media is far from our highest priority. We usually average 2-3 posts a 
week, usually related to things we’re currently working on. I’d say no more than an 
hour or two a week total goes into social media.” The ROI for the institution does 
make sense however, as the OBHC is located in a more isolated part of the state and 
it would not be viable to push social media campaigns to their much smaller 
community and instead focus on the few interactions that they do receive and pursue 
them more intently: 
 “several patrons have submitted research questions to our email, sparked by 
either seeing a related post on our Facebook page or seeing our page for the first 
time. All of our offsite volunteers found us through Facebook. One person visited us 
to follow up on a question he submitted via Facebook about materials we held on a 
topic he was researching.”11 
 
 
 
 
 
 
10 Powell, Chaitra. Interviewed by Molly K. Cieri. 10 July, 2018
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Unlike Crisp, Angel Johnson relies much more on social media to maintain a 
connection with the patrons or potential patrons of Iredell Museums: 
 “Social media is about increasing our brand awareness and reputation, first 
and foremost. If someone sees that we exist and we look fun, then that's a win. 
Driving audiences to the museum is a close second.”12 
Johnston also took a unique angle in bringing up the recent obstacle of ‘fake news’ 
and the superficiality of social media life as a potential dilution to the archival 
experience: 
 
“I feel positively about social media overall. While it obviously has its 
detractors fake news, false ideals about people's wonderful lives, and all that – 
it has also given nonprofits and museums, especially, an avenue to promote 
themselves and grow their communities in ways that weren't available before 
the rise of social media.”13 
 
Social media tends to promote an idealized image of our personal lives to make them 
seem more exciting and enviable. This can be dangerous for archives who want to 
bring in more attention and use, as potential patrons may feel suckered in by the 
false perceptions fed to them by popular media, either negative or positive, and will 
drastically affect how they feel once they visit in person. The best way to alleviate 
fake news in archives is to be open and honest with patrons on social media by 
engaging them honestly, as demonstrated by Jennifer Coggins: 
  “I think that we demonstrate our value to the university in more useful 
ways because we are highlighting on social media, not only the fantastic 
collections that we have, but also some of the work that we are doing behind 
the scenes and making that some kind of invisible work of archives more 
visible. So I think that that’s beneficial too, promoting the work we do and 
how.”14 
 
Samantha Crisp too tries to find the right balance in promoting record holdings that 
“grab people’s attention, and ensuring our posts get a broad reach...focus more on fun 
tidbits, snapshots of our daily work as archivists, and collection highlights” rather 
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than just the records themselves.15 The public needs to see the human effort behind the 
maintenance of important community records and artifacts, and social media allows 
this to happen. 
 
The next set of questions asks what platforms each institution uses and why. 
Unsurprisingly, all five use Facebook as their main outlet. In their research, Scott 
Viera and Felica and James Williamson ranked WordPress, followed closely behind 
by Facebook and Twitter, as the best social media platform for archives and special 
collections to use when promoting finding aids online. The research period for their 
article occurred between 2013 and 2014, but social media trends move fast. While it 
is no surprise that the five institutions utilize their own Facebook and Twitter pages 
where they share posts and interact with patrons, only two institutions, Louis Round 
Wilson Special Collections and The Southern Historical Collection, utilize an active 
blog. Perhaps blogs are not a popular tool for general advertisement because the ROI 
is too low. When making posts to attract new users, it is best to keep them brief, but 
engaging. This is why many of the subjects defend the use of Instagram and Flickr, 
where Viera and the Williamsons did not. Despite this defense, some institutions, 
like UNC Greensboro’s SCUA, have yet to reach their desired Instagram 
engagement. 
 
11 Crisp, Samantha. Interviewed by Molly K. Cieri. 20 July, 
2018. 12 Johnston, Angel. Interviewed by Molly K. Cieri. 31 
July, 2018.  
13 Ibid 
14 Coggins, Jennifer. Interviewed by Molly K. Cieri. 16 July. 2018. 
 
15 Crisp, Samantha. Interviewed by Molly K. Cieri. 20 July 2018. 
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“We use Instagram, but I wish we could use it better. Because 
content cannot be scheduled and pushed to IG as easily as it can be to the 
other platforms, it's a bit problematic. Instagram requires someone to 
publish at the moment - even with the apps that allow for post scheduling. 
We don't always have the ability to do that, and so sometimes, that gets left 
out when we're hitting our busy time of the year.”16 
 
Despite this, Lawrimore still feels that Instagram is worth her institutions time and 
effort though, as it is immensely popular with younger generations, especially college 
students. Angel Johnston is another major proponent of using Instagram at Iredell 
Museums, having had far more engagement for their ROI. Being a museum targeting 
young children, Instagram is one of the best ways for them to advertise their 
educational efforts because it allows them to utilize bright colors and images that she 
considers conductive to social media. Due to their success in engagement, Johnson is 
able to use Instagram to show behind-the-scenes images as to how the museum 
operates as well as share promotional and fundraising posts that will receive more 
recognition because of the relationship they have built with their users through 
Instagram. 
 
 
 
16 Lawrimore, Erin. Interviewed by Molly K. Cieri. 27 July, 2018. 
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Parallel to Lawrimore and Johnston, Powell and Crisp discussed their trials 
with Flickr. Flickr is a photo sharing service that many consider a great resource 
for archives and libraries because it is so visual and the ability to make highly 
specialized groups. 
However, some feel that there is little use for contacting patrons and that it acts more 
of an echo chamber for archivists solely interacting with one another. This is not 
technically a negative thing, as it can be a helpful way for archivists to stay in touch 
and be aware of each other’s collections, but would also be a useful way to share 
social media tips as well. Powell would love to utilize Flickr in The Southern 
Historical Collection, but she feels it would currently involve too much work that she 
and her team are unable to devote. 
Eventually, she would like to create a plan of action that would allow her and her 
team to pursue Flickr more thoroughly. Meanwhile, Crisp’s experience with Flickr 
at the OBHC is far more positive: 
 
“Flickr specifically allows us to share collections of scanned images that 
are not available in the State Archives’ digital collections. Our Flickr 
albums have always gotten a great level of engagement and interest.”17 
 
 
 
 
17 Crisp, Samantha. Interviewed by Molly K. Cieri. 20 July 2018. 
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Despite Flickr’s reputation as an archivist-friendly platform, Powell and Crisp were 
the only ones to mention using it. In the future, more interviews with varying cultural 
institutions will have to be done to truly understand its role in promoting archives and 
special collections. 
 
Questions seven through eleven asks the respondents to reflect on their 
institutions social media ventures and discuss how they can improve in the future. 
Overall, everyone believed that despite the amount of work it takes to cultivate and 
maintain a social media presence, it is completely worth the effort when planned 
carefully. The majority employed a calendar system that would determine the best 
day to post certain things like national holidays, famous birthdays, important events, 
etc. When it comes to generating content, the university archives tended to evenly 
distribute the work amongst staff and interns. Erin Lawrimore’s approach combines 
scheduling posts with scheduling posters: 
 
“We have seven people in our department who share responsibility 
for posting. We have 10 posts that go up weekly minimum. It typically takes 
me less than five minutes to plan out and post the two posts per week that 
I'm responsible for.”18 
 
Angel Johnston, however, feels as though social media should be the job of one 
person or group to maintain a constant narrative. However, this may not be possible in 
fields 
 
 
 
18 Lawrimore, Erin. Interviewed by Molly K Cieri. 27 July 2018. 
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outside of public museums due to staffing and budget. So for university archives 
like UNCG and Chapel Hill, allocating the work allows for more time to be spent on 
social media as well as allows for a break in their main tasks. While technically not 
a university archive, The Southern Historical Collection maintains similar practices 
in distributing social media duties as they benefit from being on a university 
campus. But Chaitra Powell sees this distribution as a possible detraction from the 
narrative they are trying to create: 
 
“it’s not really wise to have a graduate student solely responsible for social 
media because they leave and you can’t really control the voice as much 
with the rotating characters. So, I want to say it was about a year ago, like, 
early 2017 that we wanted to do a communication campaign through our 
department and they identified social media as one of the things that we 
could use to brand ourselves and so I was in charge of the [team] that 
addressed social media...The [initiative] was really rolling for nine months 
and then our folks graduated so it was a little harder to have consistent 
posting.”19 
 
These responses reflect the style and purpose of each institution: the university 
archives tend to focus on a streamlined approach while also allocating the work upon 
multiple people as their goal is to entertain members of their university community, 
the public archive spends little time investing social media because the ROI is 
manageably low so only one person is required to maintain it, and the two institutions 
whose proliferation relies on donor support desire both a streamlined approach that is 
run by a single entity. Each of their different responses to social media outreach 
reflect their location, demographics, and needs, while still being a signal of success. 
 
 
 
 
 
19 Powell, Chaitra. Interviewed by Molly K Cieri. 10 July 2018. 
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V. Conclusions 
 
Transparency through social media promotion is the key to changing the 
public perspective of archives and archivists to a resource that is accessible and 
reliable. Social media is a free service and using it to promote the archive as a 
welcoming space both for online interaction, will make those without the means to 
visit in person feel wanted and respected as a patron. Web 2.0 technology is no longer 
a choice for archives and special collections. It is a necessary tool for engagement 
with the public and fellow archivists. 
The literature on the subject is clear: when it comes to cultural institutions engaging 
in a social media campaign, it is best to have a clear plan of action, a well-defined 
purpose, a desire to adapt to technological change, and, finally, the ability to self-
reflect and reevaluate social media choices. Social media is a strategic challenge that 
when done well, will have a great return on investment and assist in the destruction 
of the stereotype of the mean and possessive archivist. It is suggested that archivists 
thoroughly research the sites they wish to utilize and conduct trials runs before fully 
committing to certain platforms. While this is a highly regarded plan for success, this 
research paper wanted to see if different institutions around the state of North 
Carolina found social media success through different means or if they were 
comparable. The five interview subjects mainly adhered to the suggestions, with 
small exceptions that do not tend to disrupt the supporting literature. In the future, it 
would be beneficial to conduct more interviews with institutions in and outside the 
state of North Carolina to have a better understanding of the social media journey of 
archives and cultural institutions. 
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VII. Thesis Interview Questions 
 
Questions for institutions to gage their involvement in social media outreach 
within their community and discover how they determine success. 
 
 
 
1. How do you feel about social media in general? 
2. How would you describe the demographics of patrons of your institution? 
3. Do you believe that your institution would benefit from investing in social 
media? 
a. In what ways? 
4. Does your institution utilize social media? 
a. For how long? 
b. What sites are used? 
c. How do you determine to use those sites over others? 
d. How do you use it? 
e. Does the archive have its own institution, or is it run by another 
facet of the institution? 
5. If your institution does use social media, what is a recent/important social 
media venture the institution has taken? 
a. How did it go? 
b. Would there be anything you would do differently? 
6. Are there any sites that you see as possibly beneficial that are not being used? 
a. Why do you see it as a good fit for your institution? 
b. How would you go about proposing the implementation of the site? 
7. What is/will be your main goal in implementing social media in your 
institution? 
8. Are/were there any hesitancies in the implementation of social media? 
a. What did they stem from? 
b. Are those hesitancies present in your social media outreach? 
9. How much time in a week is dedicated to social media outreach? 
10. What ways do you use social media? (Outreach, announcements, 
special promotions, etc.) 
a. Has a patron visited or interacting with your institution based 
solely on your social media outreach? 
11. Reflecting on your institutions main goal for using social media: 
a. Has it met your expectations, or fallen short? 
b. Is there room for improvement? How? 
c. Given the current trajectory of your social media success, 
would you continue to utilize it? 
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Interview Transcripts - Questions for institutions to gage their involvement in social 
media outreach within their community and discover how they determine success. 
 
Jennifer Coggins 
 
Jennifer Coggins works for university archives at UNC Chapel Hill. She graduated 
from SILS in 2014 and worked in university archives during her graduate studies. 
She was hired to work in records management following graduation, but currently 
works in collections management. 
 
1. What would you describe the demographics of Wilson Library, here, to 
be for your social media outreach purposes? 
 
I can’t speak to Wilson Library more broadly, but for university archives we 
are looking to connect with, generally, the university community at large, which 
would include current students, faculty, staff of the university, as well as people who 
are alumni, former faculty and staff; people who have a connection to the university 
in one way or another and would be interested in its history and who might have 
personal connections to the materials. So, for instance, for alumni, if we post 
something about student life from the 70’s, that’s something that they remember and 
connect with and enjoy seeing. We also see our audience as people who are 
interested, more broadly in North Carolina history and history of higher education. 
There’s really a wide array of topics that materials in a university archives 
collection touch on, so, really, the audience could be quite broad. So, I would say we 
primarily focus on people with a connection to the university. 
 
2. How do you feel about social media in general? 
 
I would not say that I am, uh-I don’t use social media that much, personally. 
I have accounts on many things and I’m a consumer of social media, but I’m not a 
very frequent poster on any platforms. For work, um, I think that its an excellent tool 
for putting the content that we have in our collections where people are. Most of the 
people that I think would be really interested in the materials that we have are never 
going to come in to Wilson Library, so being able to put materials on Instagram, on 
twitter, wherever people are already looking is a great way to connect with them, to 
pique their interest, and maybe encourage them to explore more. 
 
3. Do you believe that your institution benefits from using social media? 
 
I think so. I think that we get a lot more engagement with audiences that we 
wouldn’t typically reach without social media and I think that we demonstrate our 
value to the university in more useful ways because we are highlighting on social 
media, not only the fantastic collections that we have, but also some of the work that 
we are doing behind the scenes and making that some kind of invisible work of 
archives more visible. So I think that that’s beneficial too, promoting the work we do 
and how that’s valuable to the community. 
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4. Does your institution utilize social media? For how long? 
 
Again, I can’t speak for Wilson Library more broadly, but for university 
archives, we’ve had Facebook since before 2012. I think we had it when I started. So 
sometime in the late 2000s we went on Facebook and, for a long time, that and our 
blog which I think also was started around the same time were our only social media 
platforms that I’m aware of. 
 
What was the blog platform, if you remember? Was it WordPress? 
 
Yeah. It’s through the [various website domains] it’s one of those and we’re 
still quite active on that blog. And a couple years ago, I can’t remember exactly 
when or how long we’ve had the others, we added a Twitter and Instagram to reach 
different audiences and to- you know, there are things that work well for Facebook 
that don't work really well on Twitter and vice versa and to, kind of give us more 
outlook. 
 
Are there any other besides those four that you use? 
 
We occasionally contribute to a Wilson-wide Tumblr but that's really the 
[four]: Twitter Facebook Instagram, and then the blog. 
 
How did you determine the use of those over others? Say, Reddit or having 
your own Tumblr or HistoryPin. 
 
We have about other platforms, but we stuck with those based on what we 
knew about just how many people were there and the types of material that we would 
be able to share. And so we thought things like Snapchat or YouTube or that we 
focus more on what video. I'm not sure how else to describe it but we thought 
that the types of content that 
we would be sharing would be best suited for those platforms and we felt like, we 
also didn’t want to spread ourselves too thin. And so we tried to be very strategic in 
selecting platforms that had different enough audiences that we would be reaching a 
broad enough audience but not trying to be everywhere because we knew that if you 
tried to be on every platform we would not do any of them well. So I think, you know, 
having those three, we reach a lot of different audiences and are able to keep up with 
it and we do some sort of crossposting, slightly different. We don't just you know 
totally recycle the content we customize it for each platform, but, I mean, for the 
most part it's pretty different. What’s on each platform. 
 
5. What would you say is a recent/important social media venture that the 
university archives has taken? 
 
Several. Um, one that was just really, kind of surprisingly successful was, 
um. We knew that on Facebook our primary audience was alumni and so we, and 
whenever we would post something about, you know, a building that used to be here 
either on campus on Franklin Street. We would get a lot comments with people 
sharing their memories of that place and it was really interesting to hear people's 
memories. And so we did a series 
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called Formerly on Franklin Street where we each day for a month profiled a 
business or other establishment on Franklin Street that is no longer there. And we 
tried to, you know, span a pretty wide timeframe but we especially did a lot from the 
time periods that we knew or followers were on campus. So things that were here in 
the 70s through 90s or so and it was really popular. Some that we thought try to get 
as many photos as possible and then you know write a little profile of, you know. 
‘this is what this was this is what it was here.’ ‘This is what is was known for,’ 
anything like that. And we got a great response to that because people love seeing 
the photos they share their own stories about each place. And that was really 
exciting. We’ve done some other kind of monthlong things on Facebook or 
Instagram. You know, a themed month of, you know, different views of The Old Well, 
some more artistic than others. The Formerly on Franklin Street is the one that first 
comes to mind. Just kind of getting a big and surprising response. 
 
What would you say the difference between promoting it on Facebook versus 
promoting on Twitter or Instagram? 
 
I think we did link to it from Twitter. Only just to direct people over to 
Facebook because this is going on but it really worked well on Facebook just 
because you could include a lot more text than on Twitter or manageably on 
Instagram. I feel like people don't read a really long thing on Instagram 
 
Twitter and Instagram are usually very visual. 
 
Yes. And we did have a lot of photos. Some of the photos weren’t great 
quality because they were from newspapers that had been scanned onto microfilm 
and then scanned into a digital format. And so the contrast was really high and they 
weren't super high resolution, beautiful photos. But I think because we wanted to be 
able to write as much as we knew and share multiple photos and allow for a lot of 
discussion it seemed like a good place for it and also because we knew our audience 
there would particularly enjoy that. 
 
6. Are there any sites that you see as possibly beneficial that are not being 
used? Or are you happy with [current platforms] 
 
I think that we have a pretty good balance right now of There aren't any that 
immediately come to mind as being the missing piece in our social media strategy . I 
think that we could definitely make more use of features in the platforms that we're 
already using. I don't really use stories that much on Instagram; I’ve done it a few 
times . Mostly when we have an exhibit up, I can walk through the exhibit and share 
things from it. But, no. Nothing really comes to mind. 
 
7. So, what would you say is the main goal for university archives in 
implementing social media? What goals did they set out to accomplish when 
they first signed on to Facebook, or Instagram, or Twitter? 
35  
 
I wasn’t here when we started Facebook, but I can assume their motivations 
were fairly similar to our motivations in starting the twitter Instagram. But, um, just 
too- like I said before, you know, put materials and resources that we have where 
people already are to integrate the services and resources that we provide into 
people's everyday lives as much as we can. To make ourselves more visible, promote 
awareness of who we are and what we do, and to, you know, again you know a lot of 
people would be interested in the materials that we have may never come to the UNC 
campus. They may never come into Wilson Library. But to know that these materials 
are here and accessible and that we are here to help them access them. I think is 
something that we can promote through social media. 
 
8. Do any of your co-workers or higher ups have any hesitancy with social 
media? Were they hesitant to implement it or are they still hesitant? 
 
I haven’t heard any resistance to it. I think everyone has been very excited to 
see people interact with our social media. I’ve been to-I went through a course on 
social media. It was offered by Library Journal, I’ve been to some really good related 
to communications, related to social media and have heard things there about ways to 
not mess on social media, but I haven't heard any resistance or hesitancy with it. 
 
9. How much time in a week would you say is dedicated to forming social 
media posts, interacting with people on social media and other [social 
media upkeep]? 
 
It’s a little hard to estimate because it's spread across so many people the 
way that we typically do it. The university archivist, Nick Grimm, and I are the 
main ones posting, but others in the department including students who work in 
department are actively looking for content that would be good and sharing that 
with us. A lot of- I should probably do more planning than I do- I find sticking to a 
more formal content counter in the past, but have found that for the scale that we 
are operating at, which is still fairly small, a more flexible approach seems to work 
better. So we sort of try to integrate it into our day as much as we can. You know 
we find something cool while searching for something for a researcher or working 
on exhibit and we come across something that we hadn’t seen before. This 
morning, I just came across something while looking for something else. Took a 
picture posted it to Instagram. It's kind of producing content in a more organic way 
makes it a little harder to estimate. But I would say that I probably spent a few 
hours cumulatively, a week. 
 
Less than 10? 
 
Yeah less than 10. I sort of just always have our accounts up and monitoring, 
you know, when we've gotten messages or replies. 
 
10. Do you know of a patron or visitor who has come to the university 
archives specifically because they saw something on your social media and 
wanted more information? 
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I Know that we’ve been contacted by people on social media saying, you 
know, ‘I saw this photo, where did that come from?’ ‘Can I get a copy of it?’ You 
know, things like I don’t know- most reference questions go through our research 
and instructional services departments so they might know of more people. We 
definitely gotten basically reference requests through Facebook, through Twitter, 
through Instagram, where someone- they were sort of only aware of us through that 
platform and they saw that was the most direct way to contact us. So it might not be 
related specifically to something we posted but they are familiar with our presence 
on the platform and reached out to us in that time. 
 
11. So would you say that you are on the track to meeting your expectations or 
have met your expectations in regards to social media use or have you thought 
you may fallen short? 
 
I think there's always more that we can do. I'm happy with the number of 
platforms that we’re on and I think, you know, we can always grow our audience 
and you know get more followers. I would like to be posting more regularly and to 
do more planning in terms of different types of content that we can share on each 
platform. So I think there's always room to grow in terms of audience, in terms of 
the breadth of the content that we're sharing. I’d like to do more behind the scenes 
kind of stuff. I’ll sometimes get in a rut or just get photos of things we found you 
know which you know can be really interesting but also showing you what we were 
doing when we found that and to give you a behind the scenes look at archival work 
is exciting too. We just don't because that's just part of our day to day life. We don't 
necessarily think of it as Instagram content. 
 
So given that current trajectory would you say that university archives will 
continue to use social media? 
 
Yeah I think so. I think we've gotten a great response to what we’ve done so 
far. There's room to grow. We will be open to moving on to other platforms as new 
platforms emerge. I can see, in the future, if platforms disappear, moving off of the 
ones that we’re on and on to new things. It's definitely a key part of our reach. All 
those. 
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Chaitra Powell 
 
Chaitra Powell received her master’s in library and information science from the 
University of Arizona, Tucson in 2010. She received certification as an archivist 
from the Academy of Certified Archivists in 2013 as well as certification in 
digitization of records in 2014. Since 2014, Powell has been working as an outreach 
archivist for the Southern Historical Collection located in Wilson Library on the 
UNC Chapel Hill Campus. Her work focuses mainly on African American record 
collections. 
 
1. How would you describe the demographics of patrons of your institution? 
 
It’s a little tricky especially because I’m on the curatorial side of the 
collection, so, generally speaking my audience are donors who are usually a little 
older and they don’t necessarily engage in social media. So there’s like the donor 
audience and the user audience that could be people of all ages; researchers, um, 
so. We do this exercise with Library Journal. They offer social media class and they 
asked us to develop personas and, like, build a strategy based on this, kind-of, 
idealized person and so we chose graduate level researchers as our audience, folks 
that are studying American history, Southern studies, um, and, just, have an interest 
in our collections. Um, they’re a little unusual too because they are probably the 
type of serious researcher that are familiar with library websites and finding aids, 
and, umm, you know, they might be interested in what new collections came to the 
library, but they’re not necessarily the random browsers, they’re folks who know 
exactly what they want. So, yeah. It is hard for us to identify examples of just 
random people coming upon our stuff. It feels like it’s very specific. 
 
2. How do you feel about social media in general? 
 
Personally, I’m a big fan, and that’s always a challenge trying to figure out 
what’s the collections personal [opinion] versus my personal one. I do think it’s a 
good tool and has great resources and support at Wilson Library. Our director of 
the library is really in to social media, Twitter, and she shares a lot through that. It’s 
a good way to see where people stand, what they’re interested in, and in terms of, 
you know, effort versus impact, you know, a little statement could have great 
implications. I think it’s working out, but there are definitely challenges. I think it’s 
worth it. 
 
2. Do you believe that your institution benefits from investing in social media? 
 
I do. I know that the idea is if you’re gonna do social media is to try to have 
a plan, a strategy, and have some consistent post, so, um, I know it can be 
challenging to commit to another outreach tool, but I think with some kind of 
strategic application of resources, its possible and a worthwhile investment 
 
3. Does your institution utilize social media? 
For how long? Were you here for when they first implemented it? 
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I wasn’t. It has evolved so much over the years and I don’t know what exactly 
it 
was before I 
 
got here. I started in 2014 and it wasn’t a thing. Like, nobody really was maintaining 
it. I think some of our graduate students were tasked with posting things, but it 
wasn’t, like, a permanent part of the job. I guess [Chaitra’s Boss], she wanted, like, 
curatorial posts on the blog so she was kind of wrangling us to write something once 
a month about our donor visits. But then, you know, through more training, and, like, 
kind of best practices, it’s not really wise to have a graduate student solely 
responsible for social media because they leave and you can’t really control the 
voice as much with the rotating characters. 
So, I want to say it was about a year ago, like, early 2017 that we wanted to do a 
communication campaign through our department and they identified social media 
as one of the things that we could use to brand ourselves and so I was in charge of 
the [team] that addressed social media. We did a lot of background research, like, 
looking at what’s out there, how other people use it, training with library journal, so 
there’s documentation of our research journey. We’ve landed on Twitter and then 
we decided what kind of stuff we wanted to post; who we wanted to follow. It was all 
pretty intentional, he way we set it up. We also did some work with illustrating to 
give ourselves a more interesting logo for our avatar. We did this calendar where 
we looked up national holidays and what else is happening on campus and 
scheduled tweets and Tweetdeck. 
The [initiative] was really rolling for nine months and then our folks graduated so it 
was a little harder to have consistent posting. But yeah, we took it pretty seriously 
and we have a lot of comments, like, we would meet to say ‘how’s it going?’ ‘what 
should we do?’ ‘is this appropriate?’ 
 
What sites are used? 
How did you determine to use those sites over others? 
How do you use it? 
 
So, um, at the Wilson level, I believe it’s like a Wilson Twitter. And I don’t 
know about the other- and I think that’s it. And then, really, we’re really centralized 
that we have these five special collection units within this library and most of us 
have our own twitters and facebooks; some of us have Instagram. So, speaking 
specifically about [Southern Historical Collection,] we had Facebook for a while 
and now we’re using twitter more than anything. We haven’t quite decided if 
Instagram is gonna be a good fit for us, just thinking about most of our stuff is. Like, 
words on paper and don’t land themselves as well to photographic 
 
So the engagement on Facebook wasn’t, you know, worth the investment in 
making posts and the upkeep? 
 
Yeah, I mean, we did have a pretty good following on Facebook and there 
is an audience of folks that like our stuff and had been following us there for a 
while, um, but about like, we would get more, it was also kind of personal, I 
enjoyed twitter more than Facebook. It [Twitter] was where our professional peers 
are in terms of sharing 
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resources and colleagues being interested in our content. It seemed like we got more 
engagement through Twitter. 
 
So Twitter is mainly the [social media platform] you use? Because it’s where the 
most people are and where most people take in short bursts of information? 
 
Yeah. And like I said that’s for me too. I think if it were a different person in 
charge of our department’s social media, they might, feel more comfortable with a 
different interface, and then we also have our blog which is a steady source, place 
to park things that are more complex or need further analysis than a tweet, so I’d 
say the blog and Twitter are strongest 
 
4. If your institution does use social media, what is a recent/important social 
media venture the institution has taken? 
Would there be anything you would do differently? 
 
I might have, like, laid out the framework in a little more simple fashion. I 
kind of let our graduate students run with it. They were making GIFs, they were 
doing really complex posts with, like, an idea and a few threads with comments on it 
linking to other things, and all of it was really interesting, but it was very tailored to 
their style of work and their interest in specific things. 
 
It’s not something that everyone can keep up with 
 
Exactly, so maybe on the front end I could have established ‘this is the 
minimum of what we’ll do and those things that you’re interested in can be special 
features and sprinkle them throughout.’ 
 
6. Are there any sites that you see as possibly beneficial that are not being used? 
 
We really wanted to do something with Flickr, just because we were going 
through, scanning, and taking pictures of so many things, and we couldn’t figure 
out the best way to – technically all of our photos from social media are in a folder 
on our server, but how do we broadcast them in a way that they’re catalogued. The 
digital heritage center downstairs I know does great things with Flickr. There’s 
still, you know, everybody still uses Facebook, but we use it for events and 
Instagram, I know that’s where younger users are, so, maybe we could figure out a 
workflow to make our stuff more visually interesting. 
 
If you were to suggest the use of Flickr, how would you go about that process of 
implementing a new social media with your team? 
 
I feel like, it’s kind of nice to have, like, one person in the lead. So I would 
really try to figure it out, what I would want it to look like. I would have a few 
meetings where I would take comments so people can also share what they think, but 
I feel as though I would ultimately have to make a decision and a call for our 
department and then 
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implement it. Something about the plan would include: ‘this is what you will do.’ Very 
specific instructions. I feel like if you leave it up to everyone’s individual work style or 
preference, it could be hard to institutionalize. It’s just something with time and space 
I could develop and distill to our team. It’s possible, it’s just a matter of prioritizing. 
 
7. Do you have any future goals in regards to implementing social media? Is 
there some sort of goal you’re trying to meet with engagement or outreach? 
 
I know in training they talked a lot about metrics and, like, we did go through 
Twitter Analytics to see how our stuff is going, but honestly, I never really kept that 
in my brain in terms of, a number to reach. For me, I feel like, the goal I had is 
related to the blog and just shining a light onto the collection. Like, it’s very easy for 
folks to say our 20 million items, 5 thousand distinct collections, it’s like 
encyclopedic, is what this stuff is... How do you find ways to connect collections 
together? For me I think the curatorial unit is uniquely situated to talk about the 
content, the creator, and the context, and just doing in a way that is kind of just as 
wide open and really easy to understand. So we did it with some North Carolina 
politicians, focusing on what kinds of collections are here and learn about politics, 
whats the general leaning. Turns out we have a lot of southern democrats from the 
early 20th century. That’s something that might be obvious from just looking through 
the library catalogue, we also have a lot of politicians that are located on the eastern 
side of the state which is kind of interesting. I hired a work study student that I was 
able to have do this, kind of, metric analysis of the collection and come out with 
these cool conclusions. It’s kind of in the vein of digital humanities or collections as 
data. 
 
8. Are/were there any hesitancies in the implementation of social 
media? What did they stem from? 
 
Not so much. I definitely have great support from my direct supervisor. He’s 
like ‘if there’s something you want to do, go for it.’ And his supervisor, the director 
of special collections, is really active on social media, so she’s encouraging and she 
likes to retweet things that come out of the building, so definitely not from an 
administrative point of view, there weren’t any hesitations. I kind of see myself as 
the gas and the break when it comes to what we’re using and how we’re using it. A 
lot of the students will run a tweet by me like, ‘is this appropriate? Is it getting 
offensive?’ or ‘how is this gonna land?’ That’s good to kind of instill that in the 
team. Our stuff can be hard if it’s taken out of context. Tweets are inherently out of 
context when it comes to archives and aggregate and cover complex issues. 
 
9. So as an outreach coordinator, basically your job is dedicated to outreach 
on social media. Would you say that most of your week is dedicated to social 
media? 
 
I wish! I know a lot of libraries have people who work on it exclusively, which 
seems like a good model to get stuff across. But mine is actually pretty light. The 
majority of my outreach is related to meeting with people and calling them on the 
phone and sending emails and working one-on-one or in groups. Social media is just 
something that I’m adding to my toolkit, but it certainly isn’t the only thing I get to 
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10. What ways do you use social media? (Outreach, announcements, 
special promotions, etc.) 
 
Has a patron visited or interacted with your institution based solely on your 
social media outreach? 
 
Not specifically about the collection, which it could have but we weren’t 
aware of it, but something that’s broken through lately about our archivists and The 
Backpack Initiative. We do have this giant Mellon grant that is all about working 
with community archives or supporting people and understanding their experience in 
their archives in diverse ways and so one of the outcomes from the grant was the 
development of this backpack, which is essentially full of tools and supplies to do 
oral histories and maintain archiving materials. And the story was, um, originally 
for hyperallergic pop culture news outlet and it was picked up by some outlets and 
so, connecting that to ourselves really kind of broke through so many pings on social 
media and through email about ‘how do I get a backpack?’ ‘what was the 
inspiration for it? Tell me more.’ So, I think social media has been the biggest way 
that that story has gotten out and has resulting in some follow up. 
 
12. Reflecting on your institutions main goal for using social media: Has it 
met your expectations, or fallen short? 
 
Um,I don’t know; it’s kind of both. 
It’s on its way, but its not there yet. 
 
Yeah, right. And, to me, I think the greatest of our social media would be the 
engagement of it. So having, like, conversations with people through social media, I 
think, would be ideal, and that doesn’t happen, actually. We post things, a lot of the 
people like it from our own networks: Davis library likes it or RB House library 
likes it. That’s great, but it’s not as much as I would like to see. It’s kind of failing in 
that way, but we do have a full year’s worth of content that we documented and 
some of it we can use over again, schedule it. We have a presence so when things 
come up, it’s easy to just add it to our thread. I think it is like you were saying, that 
a year in, we learned a few things or are trying new things and most of the 
challenges are probably just due to the newness. 
 
Is there room for improvement? How? 
 
I think that simple framework is definitely in the works, especially since it 
will primarily be me posting it until we get students [hired]. I would love to say 
something like, Monday we talk about our community archives and Wednesday we 
talk about new collections and on Fridays, like, curator’s feature. Scheduling 
times to post about very specific things that are happening throughout the course 
of our work anyways so we shouldn’t be digging in the stacks to find it. 
 
So, you’re still interested in hiring [students] to run the social media accounts? 
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Yeah. 
 
Just streamline how they post and teach them how to post? 
 
Right. We have our administrative assistant who is on the team and we had 
two graduate students and me and then there’s also the project coordinator for the 
grant, so that’s huge too. We want to fold in the grant work to our social media. 
There was some discussion if we should have our separate posting, the grant is 
really robust with things happening. But we think we should just fold it in. 
incorporating their content is something that is short-term that we want to do, and so 
the 5 member team, it shouldn’t be too hard. I’ve heard some places that assign a 
team member per day, on Mondays, you’re watching the social media,’ which could 
be a nice way to streamline it. Its hard for one person to make sure they check it and 
tend the account. 
 
Given the current trajectory of your social media success, would you continue to 
utilize it? 
 
I will. I think there’s enough stuff going on, even if we’re just, like, syndicating 
content while we’re building our team up. Its flexible enough to keep it. 
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Samantha Crisp 
 
Samantha Crisp received her master’s in library and information science from UNC 
Chapel Hill in 2014. She worked as the special collections librarian at Augustana 
College in Rock Island, Illinois until 2017 when she was hired as the new director of 
the Outer Banks History Center in Manteo, North Carolina. As director, Crisp 
oversees collection management, development, donor relations, and outreach. 
 
1. How do you feel about social media in general? 
 
Social media is an important way to reach a broader and, especially, 
younger audience. Increasingly, people are consuming social media throughout 
their day and utilizing it beyond socialization as a tool for gathering information, 
reading news, and otherwise navigating their lives. I think it presents a great 
opportunity for archival repositories to share their collections to a global audience. 
We have received several reference questions and inquiries thanks to Facebook and 
Flickr posts, and overall we’ve gotten a high level of engagement with our materials 
that would not otherwise have been possible. I’ve even been able to use Facebook to 
solicit a group of offsite volunteers to assist us with an oral history transcription 
project. Having said that, one challenge that I think social media presents is the fact 
that it’s changing the way younger people engage with and consume information. 
Today’s youth are growing up in a world dominated by 280-character tweets, 
scrolling through newsfeeds, image-heavy/text-light content, and rapid consumption 
of information. Primary sources, conversely, require careful consideration, extended 
engagement, patience, and sometimes multiple readings of a single source to fully 
understand its content and context. As archivists, I predict that we will struggle 
more and more in the coming decades to teach the concept of primary source 
literacy to students, thanks in large part to their environment of being constantly 
submerged in social media, the internet, and mobile devices. 
 
2. How would you describe the demographics of patrons of your institution? 
 
We tend to largely serve the Eastern North Carolina region. Our patrons are 
mostly older (over the age of 40), mostly white, and tend to fall in the category of 
either local historians or genealogists. We are also fairly heavily utilized by members 
of the media (magazines, newspapers, etc.). We are not convenient to a college or 
university, so we tend to see fewer college students and faculty members, although 
we do see them occasionally. Our target audience for social media is similar 
demographically, but more heavily composed of out-of-state individuals who follow 
our accounts because they vacationed on the Outer Banks in their childhood. 
 
3. Do you believe that your institution would benefit from investing in social 
media? In what ways? 
 
We have and we do! Although our investment has been fairly slight 
compared to other repositories (see question 4 below). Social media led us to 
bring onboard several offsite volunteers to assist in transcribing some of our oral 
histories. It also allows us to 
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share our collections to a wider audience and announce new collections when they 
are made available. Flickr specifically allows us to share collections of scanned 
images that are not available in the State Archives’ digital collections. Our Flickr 
albums have always gotten a great level of engagement and interest. 
 
4. Does your institution utilize social media? 
 
Yes. 
 
For how long? 
 
Since fall of 2009. 
 
What sites are used? 
 
Facebook, Flickr. 
 
How did you determine to use those sites over others? 
 
I was not here when this decision was made; however, I feel as though they 
were picked because they are most suited to sharing content relevant to an archival 
repository’s patron base (images, descriptions of collections, event announcements, 
etc.) How do you use it? 
 
We use Flickr exclusively to share digital projects, i.e. scanned sets of 
images from our collections. We use Facebook to announce newly available 
collections and finding aids, share interesting historical tidbits pertinent to Eastern 
NC, share fun finds from our collections, solicit volunteers, announce closings, 
publicize events, and (occasionally) manage reference inquiries. Does the archive 
have its own institution, or is it run by another facet of the institution? 
 
I hope I understand what you’re asking here—the OBHC is a regional unit of 
the State Archives of North Carolina, which itself is a division of the North Carolina 
Department of Natural and Cultural Resources. 
 
5. If your institution does use social media, what is a recent/important social 
media venture the institution has taken? 
 
The closest thing we have to what I’d call a “social media venture” would be 
the oral history transcription project, which we used Facebook to recruit for. This 
project involves soliciting volunteers across the country to listen to an oral history 
recording, transcribe it, and send the transcript back to us for inclusion in our 
collections. So far I’ve received applications from six volunteers and already gotten 
back two completed transcripts (the project launched about 10 days ago) so it’s 
been successful so far. 
 
How did it go? 
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Very well! I got more interest than I thought I would. I was expecting one or 
two applications, but I received six. 
 
Would there be anything you would do differently? I think I would have probably 
gotten more responses if I had thrown some money at promoting the posting as an 
ad, but overall, I’m satisfied with the level of interest we got. 
 
6. Are there any sites that you see as possibly beneficial that are not being used? 
 
I would really love to see libraries and archives figure out a way to 
leverage Snapchat as part of their social media strategy. That seems (currently) 
to be the most popular outlet among high school and college aged folks. 
Why do you see it as a good fit for your institution? 
 
I actually don’t think it would be very beneficial for us, as our target 
audience is older and not active on Snapchat. But, I could definitely see college and 
university archives being able to expand their patron base and generate interest in 
their collections among the campus community if they could figure out a way to 
work it in. 
 
How would you go about proposing the implementation of this site? 
 
I wouldn’t for us, and have no idea what advice I’d offer to another institution 
thinking about it. 
 
7. What is/will be your main goal in implementing social media in your 
institution? 
 
We need to be more thoughtful about posting relevant, engaging content, 
grabbing people’s attention, and ensuring our posts get a broad reach. I would like 
to see the OBHC move away from text-heavy posts and long historical descriptions 
(functioning like blog posts) and focus more on fun tidbits, snapshots of our daily 
work as archivists, and collection highlights. 
 
8. Are/were there any hesitancies in the implementation of social media? 
 
Unfortunately I can’t speak to that, as we implemented social media about 8 
years 
before I got here. 
 
What did they stem from? 
 
Are those hesitancies present in your social media outreach? 
 
9. How much time in a week is dedicated to social media outreach? 
 
Not a lot. We are all pulled in different directions, and social media is far 
from our highest priority. We usually average 2-3 posts a week, usually related to 
things we’re 
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currently working on. I’d say no more than an hour or two a week total goes into 
social 
media. 
 
Who in the institution is the most involved in social media outreach? I am 
(the director) 
 
10. What ways do you use social media? (Outreach, announcements, 
special promotions, etc.) 
 
See answer to question 4d above. 
 
Has a patron visited or interacted with your institution based solely on your 
social media outreach? 
 
Yes, several patrons have submitted research questions to our email, sparked 
by either seeing a related post on our Facebook page or seeing our page for the first 
time. All of our offsite volunteers found us through Facebook. One person visited us 
to follow up on a question he submitted via Facebook about materials we held on a 
topic he was researching. 
 
11. Reflecting on your institutions main goal for using social media: . Has it 
met your expectations, or fallen short? 
 
Our goal is to try and make a larger audience aware of our collections and 
our mission. I think we’ve been successful in that regard, but could probably do 
more towards developing targeted, impactful, engaging content. 
Is there room for improvement? How? 
 
Yes. See answer to question 7 above. 
 
Given the current trajectory of your social media success, would you continue to 
utilize it? 
 
Yes, I think it’s overall been beneficial for us.
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Erin Lawrimore 
 
Erin Lawrimore graduated from the University of Texas, Austin with a masters of 
science in information studies in 2003. Since 2011, she has worked for the Martha 
Blakeney Hodges Special Collections and University Archives at UNC Greensboro in 
Greensboro, North Carolina. Lawrimore has published numerous articles throughout 
her career on the subject of outreach in a university setting. 
 
1. How do you feel about social media in general? 
 
I think it's a valuable tool for publicizing your collection as well as events, 
exhibits, and other outreach activities. It's also a good way of helping students and 
donors remember that you are around. Updates on activities help them better 
understand the work you're doing. 
 
2. How would you describe the demographics of patrons of your institution? 
 
Our primary user base in the archives are our undergraduate students, who 
find us through their classes. They constitute more than half of our total users. 
Faculty and staff doing research on aspects of the university would be the second 
largest group of researchers. They represent about 30% of our users. Outside 
researchers with no affiliation to the university would the third largest group. 
 
3. Do you believe that your institution would benefit from investing in social 
media? [note: I'm defining my institution as our Special Collections and 
University Archives department, not the University Libraries or the University as 
a whole] 
 
We do invest time across our department in developing content for social 
media 
 
In what ways? 
 
As anyone would probably say, we could always do more if we had more time. 
But, because we distribute responsibility across a wide group of people in our 
department, it's not too onerous for anyone. 
 
4. Does your institution utilize social media? For how long? 
 
Since January 2014 (that's when we started with Twitter) 
 
What sites are used? 
 
Facebook, Twitter, Tumblr, Instagram (although IG isn't heavily used) 
 
How did you determine to use those sites over others? 
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See North Carolina Libraries article for details 
 
How do you use it? 
 
Twice daily postings on week days across FB, Twitter, and Tumblr. 
Sporadic postings on IG. 
 
Does the archive have its own institution, or is it run by another facet of the 
institution? 
 
We have accounts that are specific to our department. The department 
includes university archives, manuscripts, and rare books. 
 
5. If your institution does use social media, what is a recent/important social 
media venture the institution has taken? 
 
We have a number of themes that we use throughout the year. Each semester 
when we look at our content calendar, we reassess those themes and make changes 
as needed (adding new things, removing old ones that either run their course). One 
really popular theme that we used a year ago was #UNCGThenAndNow. It was a 
student- managed theme that required significantly more time than most of what we 
do. A student would print a historic campus photo and then line it up with today's 
landscape. When that student left, we didn't have the manpower to continue the 
project. 
 
How did it go? 
 
It was super popular and saw great engagement across all of our platforms. 
It was so popular that University Communications actually took the idea and used 
it for a series of print advertisements in local newspapers. 
 
Would there be anything you would do differently? 
 
Not really, although I wish we could continue doing it. Again, it's really time 
consuming. You have to find a photograph that is in an identifiable location that still 
exists. The photo has to have reference points you can use to line up the "then and 
now" shot. Then you have to print that photo and take it out on campus on a day 
when the weather is cooperative (no rain, not too windy). You have to find the right 
angle to align the photo with the current landscape (which isn't always possible 
thanks to other buildings and/or trees that exist today and didn't then!!). It's really 
fun and popular -- but not something that was sustainable by our staff. 
 
6. Are there any sites that you see as possibly beneficial that are not being used? 
 
We use Instagram, but I wish we could use it better. Because content cannot 
be scheduled and pushed to IG as easily as it can be to the other platforms, it's a bit 
problematic. Instagram requires someone to publish at the moment - even with the 
apps 
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that allow for post scheduling. We don't always have the ability to do that, and so 
sometimes, that gets left out when we're hitting our busy time of the year. 
 
Why do you see it as a good fit for your institution? 
 
It's a popular, photo-centric platform, so it is a good fit for special collections 
and university archives. 
 
How would you go about proposing the implementation of this site? 
 
Again, we use it, just not as well as we could/should/would like to. 
 
7. What is/will be your main goal in implementing social media in your 
institution? 
 
We want to communicate in a fun way with our students, faculty, staff, and 
alumni. We take a light-hearted approach, and see social media as a way of 
breaking down the walls that are often built around special collections and 
archives. We want folks to find us approachable, and we hope our social media 
reflects that. 
 
8. Are/were there any hesitancies in the implementation of social media? 
 
Not really. 
 
9. How much time in a week is dedicated to social media outreach? 
 
We have seven people in our department who share responsibility for 
posting. We have 10 posts that go up weekly minimum. It typically takes me less than 
five minutes to plan out and post the two posts per week that I'm responsible for. I 
would say that's true for others as well. We typically repurpose content that we have 
already scanned for other purposes - exhibits, researcher requests, etc. 
Who in the institution is the most involved in social media outreach? 
 
Again, shared responsibility, but I'm the person who coordinates the content 
calendar. We do that at the start of each semester. 
 
10. What ways do you use social media? (Outreach, announcements, 
special promotions, etc.) 
 
Primarily outreach and education, but we also use it for announcements, 
promoting exhibits and other special events, etc. 
 
Has a patron visited or interacted with your institution based solely on your 
social media outreach? 
 
We've had a number of people contact us after seeing a social media post. For 
instance, we posted a flier that we have announcing a first meeting of a campus Gay 
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Student Union in the 1970s. The person who made the flier contacted us with more 
details, and we later conducted an oral history interview with him to further 
document this important piece in university history. 
 
11. Reflecting on your institutions main goal for using social 
media: Has it met your expectations, or fallen short? 
 
It's definitely met our expectations. We are able to interact with students, 
faculty, and staff in new and interesting ways. We even have students who come in 
for a class and talk about how they love certain things that we post on social media. 
As I mentioned before, it helps make us seem more approachable. Special 
collections and archives can be really intimidating for an undergraduate student. If 
they see a Fashion Friday post on Twitter before they come in for a class, maybe 
they'll be less scared of working with us! 
 
Is there room for improvement? How? 
 
There's always room for improvement! I think we could do a better job with 
systematic assessment. What we do now is very basic, and we don't often revise based 
on what we find. We track growth, but not really engagement. 
Given the current trajectory of your social media success, would you continue to 
utilize it? 
 
Definitely! 
51  
 
Angel Johnston 
 
Angel Johnston graduated from UNC Chapel Hill in 2013 with a Bachelor of Arts in 
history with a concentration in 19th century U.S. history. From 2015 until 2018, 
Johnston worked for Iredell Museums in Statesville, North Carolina as the education 
programs coordinator and later as the programs and operations manager. Following 
our interview in July 2018, Johnston was hired as the adult education coordinator for 
the Charlotte Museum of History in Charlotte, North Carolina. 
 
1. How do you feel about social media in general? 
 
I feel positively about social media overall. While it obviously has its 
detractors – fake news, false ideals about people's wonderful lives, and all that – it 
has also given nonprofits and museums, especially, an avenue to promote themselves 
and grow their communities in ways that weren't available before the rise of social 
media. This is especially true when it comes to expanding audiences and connecting 
with demographics museums previously didn't connect to. 
 
2. How would you describe the demographics of patrons of your institution? 
 
Iredell Museums – largely white, mostly women (60-70%) who are mothers, 
probably mostly upper middle class. 
 
3. Do you believe that your institution would benefit from investing in social 
media? 
 
Yes! 
 
In what ways? 
 
I believe museums (and nonprofits) should have dedicated staff for social 
media and marketing. Having a single person (or team) in charge helps unify the 
organization's message and ensures that posts happen on a regular basis – which 
helps create continuity for the organization. 
As for monetarily investing in social media – paid posts always do better than unpaid! 
 
4. Does your institution utilize social media? 
 
Yes! 
 
For how long? 
 
Years? (active for at least 3 years) 
 
What sites are used? 
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Facebook, Twitter, Instagram 
 
How did you determine to use those sites over others? 
 
Those are the most popular with our audience (35-50 white women). We 
briefly tried periscope (before Twitter bought it), but views were abysmal. Facebook 
is definitely our main avenue, but Instagram is a close second. 
How do you use it? 
 
Each platform has its own best practices, so we tend to follow those. 
Facebook: events and photo albums. Insta: behind the scenes photos, event spotlights, 
staff features. Twitter: museum happenings (as in, geared towards a other museum 
professionals or institutions). 
 
Does the archive have its own institution, or is it run by another facet of the 
institution? 
 
No 
 
5. If your institution does use social media, what is a recent/important social 
media venture the institution has taken? 
 
In the recent past, we updated our branding overall to be more conducive 
to social media – brighter colors, reformatted logos, etc. We also began 
sponsoring posts, particularly event and fundraising posts. 
How did it go? 
 
The updated branding worked really well – it helped push our image that we 
were a fun place for families. Sponsored posts are a mixed bag: event posts usually 
do great, fundraising posts not so much. 
Would there be anything you would do differently? 
 
I would pay more attention to the arc of our posts – making sure that 
we're not posting too many fundraising posts or too many pictures, etc, and that 
our posts tell a story as a group, rather than offshoot posts. 
 
6. Are there any sites that you see as possibly beneficial that are not being used? 
 
Not particularly 
 
7. What is/will be your main goal in implementing social media in your 
institution? 
 
Social media is about increasing our brand awareness and reputation, first 
and foremost. If someone sees that we exist and we look fun, then that's a win. Driving 
audiences to the museum is a close second. 
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8. Are/were there any hesitancies in the implementation of social media? 
 
Not that I know of – I was not on staff when the decision was made. 
 
9. How much time in a week is dedicated to social media outreach? 
 
About 2.5 hours a week. 
 
Who in the institution is the most involved in social media outreach? 
 
It used to be a dedicated staff person – which was ideal. Now it's a mix of all 
staff, with the visitor services associate being the main poster. 
 
10. What ways do you use social media? (Outreach, announcements, 
special promotions, etc.) 
 
All of the above! Not so much promotions or sales 
 
Has a patron visited or interacted with your institution based solely on your 
social media outreach? 
 
Not that I can think of 
 
11. Reflecting on your institutions main goal for using social media: Has it met 
your expectations, or fallen short? 
 
I think social media has been a success for Iredell Museums 
 
Is there room for improvement? How? 
 
Of course! We could create a more robust social media marketing plan and 
have staff with the knowledge and skills to implement it. Our branding could be 
more consistent. We could engage more on local topics and news. 
Given the current trajectory of your social media success, would you continue to 
utilize it? 
 
Yes! 
